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 يهخص انذراست بانهغت الاَجهٍزٌت

ABSTRACT 

The Extent of Application of Marketing Social Concept in 

Kuwaiti Telecommunication Companies from Client  

Perspective  

By: 

Khalid Al Rasheedy 

 

Supervisor: 

Marey Bany Khalid

 

This study aimed to examine the elements of the social concept of marketing 

in Kuwaiti Communication Companies from Customer Perspective, as the 

study aims to find out what companies offer communications of the Kuwaiti 

society to ensure the advancement and well-being through the application of 

the concept of social marketing, finally try to add a knowledge of the 

contribution of this study in scientific research and out of the findings and 

recommendations. 

The study population consisted of clients Kuwaiti Communication 

Companies from Customer Perspective, the sample consisted of the study 

(380), were retrieved (311), were excluded (8) questionnaires are not valid 

for analysis, and therefore were analyzed (303) by (0.759), and after 

analyzing the data study using the Statistical Package for Social Sciences 

(SPSS) was reached following results: 

There is no difference statistically significant at the level of significance 

(0.05 ≥ α) to the variable of gender, age, income, in the answers of 
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respondents about the place, the answers of respondents from areas (quality 

of service, pricing of services, promotion services, distribution) and the 

instrument as a whole. 

 No difference is statistically significant at the level of significance (0.05 ≥ 

α) to the variable telecommunications company that deals with it in the 

answers of respondents about the quality of service. 

To know the sources of the differences in the quality of service depending 

on the variable telecommunications company that deals with it, it was found 

that the sources of the differences between the two (Zain, FIFA) for the 

Viva. 

No difference is statistically significant at the level of significance (0.05 ≥ α) 

to the variable telecommunications company that deals with it in the answers 

of respondents from the area of pricing services. 

To know the sources of differences in pricing of services depending on the 

variable telecommunications company that deals with it, it was found that 

the sources of the differences between the two (Zain, FIFA) for the Viva. 

 No difference is statistically significant at the level of significance (0.05 ≥ 

α) to the variable telecommunications company that deals with it in the 

answers of respondents on the promotion of services. 

To know the sources of differences on the area of promotion of services 

depending on the variable telecommunications company that deals with it, it 

was found that the sources of the differences between the two (Zain, FIFA) 

for the Viva. 

Indicate the existence of the importance of high and statistically significant 

at the level of significance (0.05 ≥ α) due to the quality of service, pricing of 

services, promotion services, and distribution companies in communications 

of the Kuwaiti point of view of the sample, and thus the existence of the 



 87 

importance of high statistical significance at the level of significance (0.05 ≥ 

α) due to the elements of the social concept of marketing communications 

companies in the Kuwaiti point of view of the sample. 

Based on these findings, the researcher recommends the following: 

Interest in the concept of social marketing by Zain to its customers in terms 

of quality of service and pricing, promotion and distribution. 

Strengthen the leading role played by FIFA and the national company and its 

interest in the concept of social marketing on an ongoing basis in terms of 

quality of service and pricing, distribution and promotion. 

The preparation of a marketing mix that takes into account the age groups of 

citizens in terms of providing service will fit age groups and especially those 

groups over the age of 20 years and put more of a marketing mix for special 

age groups takes into account the small social values and preserve them 

from engaging in negative behaviors. 

Interest in the concept of social marketing by Zain Telecom when applied to 

employment policies within the cadres, provide scientific and practical 

efficiency in the work of communications for the possible prosecution of a 

company behind FIFA through the achievement of satisfactory levels of the 

concept of social marketing. 

Sense and study the needs and desires of consumers when designing the 

marketing mix of companies that have a decline in the social concept of 

marketing such as Zain. 

Promote a national company and the holding company Viva festivals work 

daily to take the constructive views of the Kuwaiti society to develop the 

concept of social marketing and what will be reflected on the nature of 

administrative work is located 


